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The increasing of the globalization causes the more intense of the competition among 
cosmetic industry players. In addition, technology advancement such as internet and 
television change the consumer’s lifestyle and preferences. These situations require 
the business practitioners to formulize the right business strategy to gain more market 
share.   There are many factors that can be focused on; one of them is the consumer 
behavior. Understanding the consumer behavior is one of the fundamental areas that 
should be concerned when deciding the right business strategy. The main objective of 
this research is to examine the factors influencing the consumers purchase intention 
towards cosmetic products among female consumers in the Petaling Jaya. Theory of 
Reasoned Action (TRA) is one of underpinning theory used in this research with two 
additional variables added on as additional factors. Thus, the scope of this research 
investigates four independent variables which affect the purchase intention on 
cosmetic products which are attitude, subjective norm, consumer innovativeness and 
brand awareness. Data were collected from 385 respondents, specifically female 
consumers in Petaling Jaya. The reliability analysis using Cronbach's Alpha indicates 
that all scale items were proven reliable. The relationship between independent and 
dependent variables is measured using Correlation Analysis which indicates that all 
independent variables have the relationship toward the purchase intention. 
Furthermore, the result also shows that purchase intention is most influenced by 
consumer innovativeness, followed by attitude and lastly by brand awareness; while 
the subjective norm does not influence the purchase intention significantly. The result 
of this study may contribute to the existing literature review and provide the industry 
players the information how the factors investigated in this research influence 
consumer’ purchase intention in order for them to develop effective business strategy. 
 
Keywords: consumer purchase intention, cosmetic, theory of reasoned action (TRA), 
consumer behaviour 
  





Peningkatan globalisasi menyebabkan persaingan lebih kuat di kalangan pemain 
industri kosmetik. Di samping itu, kemajuan teknologi seperti internet dan televisyen 
mengubah gaya hidup dan keutamaan pengguna. Situasi ini memerlukan pengamal-
pengamal perniagaan untuk menerapkan strategi perniagaan yang betul untuk 
mendapatkan lebih banyak pasaran.  Terdapat banyak faktor yang boleh difokuskan; 
salah satunya ialah tingkah laku pengguna.Memahami tingkah laku pengguna 
merupakan salah satu bahagian asas yang seharusnya di beri tumpuan apabila 
membuat keputusan strategi perniagaan yang betul. Objektif utama kajian ini adalah 
untuk menilai faktor-faktor yang mempengaruhi niat atau keinginan membeli produk 
kosmetik di kalangan pengguna perempuan di Petaling Jaya. Kajian ini mengkaji 
empat faktor yang mempengaruhi keinginan membeli produk kosmetik iaitu sikap, 
norma subjektif, inovasi pengguna dan kesedaran jenama. Data untuk kajian ini 
diperoleh daripada 385 responden secara khusus pengguna perempuan di Petaling 
Jaya. Ujian kebolehpercayaan menggunakan Cronbach’s Alpha menunjukkan semua 
item skala yang digunakan dalam kajian ini mencapai tahap kebolehpercayaan yang 
munasabah. Hubungan di antara pembolehubah bebas dan pembolehubah bersandar 
diukur menggunakan analisis korelasi yang menunjukkan bahawa semua pemboleh 
ubah bebas mempunyai hubungan terhadap niat membeli. Selain itu, keputusan juga 
menunjukkan bahawa niat pembelian dipengaruhi oleh inovasi pengguna, diikuti oleh 
sikap pengguna dan akhir sekali oleh kesedaran jenama; manakala norma subjektif 
tidak mempengaruhi niat membeli dengan ketara. Hasil daripada kajian ini boleh 
menyumbang kepada kajian literatur yang sedia ada dan menyediakan maklumt 
kepada pengamal-pengamal industri bagaimana faktor-faktor yang dikaji dalam kajian 
ini mempengaruhi niat pembelian pengguna untuk membuat strategi perniagaan yang 
berkesan. 
 
Kata kunci: niat membeli, produk,  kosmetik, Teori Aksi Bersebab (TRA), gelagat 
pengguna  
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 CHAPTER 1 
 INTRODUCTION 
 
1.1 Background of the Study 
Generally, we can state that nobody in this world can live without cosmetic 
nowadays. Cosmetic covers wide range of definition which not only limited on 
products applied on face but includes the toiletries and personal care range as well. In 
this section, some background of the study such as the transformation of cosmetic 
usage, the significance growth of cosmetic market, the increasing of cosmetic industry 
players, and options on the distribution channels will be elaborated in the next 
discussion. 
 
Transformation of cosmetic usage — The cosmetic usage was started from the 
Egypt’s ancient who used cosmetic to indicate the social strata. However, nowadays 
the cosmetic become daily routine or basic needs by everyone regardless age or 
gender. Since its very beginning stage of the cosmetic industry from 20th century, the 
cosmetic still become multi-billion dollars business until now and surprisingly it is 
one of the business which less affected by economic downturn.  
 
The significance growth of cosmetic market — The Malaysia cosmetic’ market is 
growing very fast. In 2015, the volume of trade in personal care and cosmetics led to 
around US$ 2.24 billion where the biggest market share is on skin care products 
(including sunblock and after-sun block products) with total import value of US$ 292 
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Appendix 1: Questionnaires 
Part I: ABOUT YOURSELF 
Part I: ABOUT YOURSELF 
1. Your age?  
a. Under 18 
b. 18-24 years old 
c. 25-34 years old 
d. 35-44 years old 
e. 45-54 years old 
 
2. Your highest education? 
a. No Formal Education 
b. Up to Secondary 
c. Diploma 
d. Bachelor’s degree 
e. Master’s degree and above 
f. Others, Please Specify……………… 










d. Others, Please Specify……………… 
 
5. Your Job? 
a. Never Employed 
b. Full Time Employed 
c. Currently unemployed 
d. Self Employed 
e. Part time 
f. Student 
d. Housewife  
6. Your income? 
a. No Income 
b. Less than RM 2,000 
c. RM 2,000 - RM 4,000 
d. RM 4,000 - RM 6,000 
e. RM 6,000 - RM 8,000 
f. More than RM 8,000 
 
 
Part II: ABOUT YOUR COSMETIC BEHAVIOUR 




1. Using cosmetic products is a good idea 1     2     3     4     5 
2. Using cosmetic products is wise 1     2     3     4     5 
3. I like the idea of using cosmetic products 1     2     3     4     5 
4. To me, cosmetic products are pleasurable 1     2     3     4     5 
5. People who are important to me think that I should use 
cosmetic products 
1     2     3     4     5 
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Part II: ABOUT YOUR COSMETIC BEHAVIOUR 





6. People who are important to me will support me to buy 
cosmetic 1     2     3     4     5 
7. People who influence in my behavior think that I should buy 
cosmetic 1     2     3     4     5 
8. Most people who are important to me choose the cosmetic 1     2     3     4     5 
9. Among my peers, I am usually the first to try out new cosmetic 
products 1     2     3     4     5 
10. I like to experiment with new cosmetic products 1     2     3     4     5 
11. I usually choose  cosmetic with the brand I know 1     2     3     4     5 
12. Brands make it easier to choose the cosmetic products 1     2     3     4     5 
13. Brands influence my choice of purchase cosmetic 1     2     3     4     5 
14. I prefer buying well-known brands of cosmetic 1     2     3     4     5 
15. I can think of more international cosmetic brands than local 
ones 1     2     3     4     5 
16. I can remember a number of different cosmetic brands when 
purchasing 1     2     3     4     5 
17. I am likely to buy the cosmetic with brand that I remember best 1     2     3     4     5 
18. I usually choose well-advertised cosmetic with brands 1     2     3     4     5 
19. I take note of brands of  cosmetic coming into the market 1     2     3     4     5 
20. I usually buy the best-selling brands of  cosmetic 1     2     3     4     5 
21. I intend to buy new cosmetic products in the future 1     2     3     4     5 
22. I am likely to buy new cosmetic in future. 1     2     3     4     5 
23. I am willing to buy new cosmetic. 1     2     3     4     5 
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